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Everything marketers think they know about promotional and direct marketing and how consumers respond to it could be wrong. 

That’s the message of the seventh annual Marketing-GAP Tracking Study, carried out by marketing insight company fast.MAP and supported by the IPM and the Mail Media Centre. The results of the latest study will be revealed at a seminar on October 19th 2011.

The Marketing-GAP study looks at the difference between how consumers actually respond to promotional and direct marketing, and how marketers think they respond.

IPM head of insight Colin Harper says: “Every year, the study asks marketers how they think consumers will respond to different promotional techniques, and, every year, marketers’ perceptions of what motivates consumers fail to match up to the reality. The IPM will be working with fast.MAP to highlight this gap and help marketers close it.’’

David Cole, managing director of fast.MAP, says: “A typical example of the GAP is the difference between shoppers’ and marketers’ perceptions of coupons. For five years, the majority of shoppers have said that they welcome and use coupons that are relevant to their lifestyle, and disregard those which are of no interest to them. Very few misuse coupons – but marketers seem to believe that far more consumers will use and abuse every coupon they come across than really do.”

The free morning seminar is being held at the Cumberland Hotel, Marble Arch, London, on October 19, 2011, starting at 9.00am and finishing by 12.45pm. Places are limited to 150 people only, on a first come, first served basis. 

